ABSTRACT
INTRODUCTION
Constant change in business environment, characterized by the intensification of knowledge network innovation economy, requires new insights in the formulation of strategic management services to the business model based on the development of sustainable advantage (Davenport, Leibold and Voelpel, 2006) , and Megatrends based of economy, globalization, internet, demography, convergence, consolidation, brand, and outsourcing (Moe, 2007) . Economy Knowledge provides an excellent value and customer satisfaction is a crucial issue and it is important for companies to compete in the era of globalization, and no doubt that the quality of service and customer satisfaction become the basis of achievement of corporate performance (Deng, Kuo and Chen, 2008) . According to Rosa, Isabel, Pilar and John (2009) Customer Relationship Management performance measures are reviewed holistically against the internal factors, namely the strategy (business orientation, business climate and competitive strategy), resources (financial, human resources and technology), products & services (synergy of products/companies and superiority), customers (existing and prospects); and external factors (competition and market), and strategic orientation services competency with the support of information technology affect customer perceptions of employee service performance (Wu, Liang, Tung and Chang, 2008) . Baran, Galka and Strunk (2008) states Customer Relationship Management makes the company different from competitors and is not easily replicable because Customer Relationship Management is the basis of corporate culture; care, reproduce, and retain customers through strategies and tactics of Customer Relationship Management is very important, and facilitate obtaining customers. Customer Relationship Management to increase productivity through the overall marketing and marketing functions to support the manager with a series of marketing strategy, sales strategy, and management techniques that do not allow the previous publication. Empirical research to find the conclusion there is a correlation relationship between customer satisfaction, loyalty, retain customers, profits, and company value.
Research Accenture, Stanford, and INSEAD by Giunipero and Hanfield (2004) found 89% of senior executives of leading companies looking competencies of services (services competence) in the field of supply chain management based Relationship Marketing is very important for the company, and 89% also agreed that investment the service capabilities of the supply chain (supply chain capability services) increased in the last three years. Although previous studies have shown a strong relationship between supply chain management and corporate performance, but the strategic competence supply chain management services as antecedent and moderating variables firm size is still missing. Understanding further strategic competence service will further assist supply chain management professionals in rationalizing the investment decisions inter-departmental functions such as supplier relationship development, and recruitment, assessment and selection of appropriate staff skills.
THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT
Strategic Services Competency Supply Chain Management. According to Tseng, Teng and Chiang (2007) a successful company is a company that can provide superior value to consumers and consumers can reduce total costs through the supply network attachment compared to competitors.
Supply chain management services using a global network of multinational resources, and innovationbased relationship marketing, and lead performance improvement of brand image, reputation, sales and profits, innovation and relationship (Ganesan, George and Jap, 2009 Relationship Marketing as a marketing activity that is directed to establish, develop and Relationship Marketing is a strategic orientation in running a business that is more focused to maintain and enhance relationships with customers than with creating a new customer (Batterley 2004; Christopher, Payne and Ballantyne, 2002; Lovelock, Patterson and Walker, 2001; Zeithaml and Bitner, 2003) . Zeithmal and Bitner (2003) states there are three factors key to successful implementation of Relationship Marketing, namely: the quality of core services is the main basis for long-term relationship satisfaction and loyalty, market segmentation and target selection carefully, and monitoring the sustainability of relationships that fostered. Dowling (2002) to search the development of customer relationship management as follows: (1 Group is very famous in the contribution to the discourse of the characteristics and influence to establish long term relationships based on trust with customers. In facing the challenge of capacity utilization, supply chain management professionals to change from large quantity orders into an order-based decision services group, with implementing Just-In-Time (Antonette, Giunipero and Sawchuck, 2002) . Giunipero and Pearcy (2002) explains that the competence dimension of strategic services requires the buyer of a world class service have strategic thinking, research-based supply chain services; structure of the service supplier relationships; technology planning services, and target cost suppliers. Carr and Pearson (2002) stated the functions of strategic supply chain management services in a way: first, provide the value of effective cost management functions for the production. Second, provide valuable information on trends of supply chain services that enable companies to take better decisions in order to achieve company goals. Third, build close relationships with suppliers to improve efficiency and quality delivery of raw materials.
Perception Function Status of Supply Chain Management Services. Monczka, Trent and
Handfield (2002) stated the design and management organization structure of the new supply chain services changed substantially influenced by perceptions of the status of supply chain service management functions, and provides some characteristics of supply chain management organization of new services.
Degree of Integration of Suppliers.
The degree of supplier integration is a supplier of service management activities are very important and can be used as a combination of internal resources enterprise buyers with the resources and capabilities of selected key suppliers through the process of business relationships between companies in order to achieve competitive advantage (Wagner, 2003) .
Performance Management Supply Chain Services. Supply chain management services is the integration of business processes from end-user value (end-users) to the original suppliers that provides products, services, and information that add value for customers (Antonette, Giunipero and Sawchuck, 2002) .
The literature of supply chain performance management services to develop, first, the traditional understanding emphasizes the tactical services from logistics service management in assessing the performance of services, (Hult, Ketchen and Nichols, 2000; Sharland, Eltantawy and Giunipero, 2003) . Second, understand the research reflects the evolution of supply chain management function services are services to be tactical and strategic services emphasize strategic service objectives.
Sales Performance. Sales performance is a construct, in which many experts still have different viewpoints in defining the performance of sales (Mwita, 2003) . According to Phu, Kaiser and Laisney (2000) , firm size (firm size) with an indicator of sales (sales) is significantly and positively affect firm performance.
Firm Size. Berkovitz and Mitchell (2007) say how big the organization is usually associated with organizational capital, and organizational capital includes financial capital, regular and predictable behavior in organizations (organizational routines) and external networks owned determine the vitality of the organization (long-term survival advantages). Research Macher and Boerner (2006) demonstrate the use of technology experience and economies of scale improve development performance, while economic skopa degrade performance. Macher and Boemer (2006) 
METHODS
The population in this study were large companies and was in Indonesia, which is engaged in the manufacturing industry, which according to Central Bureau of Statistics (BPS) totaled 20,324 in 2003 20,324 in (BPS, 2005 . Sample selection method used is a non-random (non-randomly sampling method), ie convenience sampling. The number of respondents who answered correctly and can be processed amounted to 216 respondents (manufacturing industry). Samples were obtained randomly Table 1 as follows: 
RESULT AND DISCUSSION
Hypothesis 1 stated competence of the service supply chain management strategy has positive and significant impact on the performance of supply chain management services. In this study testing the hypothesis a t-value produce standardized coefficient 3.12 and 0.32. This means the higher the strategic competence supply chain management, the higher the performance of supply chain management.
Hypothesis 2 states the competence of the service supply chain management strategy has positive and significant impact on the degree of integration of suppliers. In this research, testing hypothesis 2 to produce t-value 2.24 and the standardized coefficient 0.25. This means that the stronger the strategic competencies possessed the stronger the (positive) degree of integration of suppliers.
Hypothesis 3 states the competence of the service supply chain management strategy has positive and significant impact on perceptions of the status of supply chain service management functions. In this research testing hypothesis 3 produces t-value 6.74 and the standardized coefficient 0.58. This means that the stronger the strategic competence has, the stronger the (positive) perception of the status of supply chain service management function.
Hypothesis 4 states the perception of the status of supply chain service management function has positive and significant impact on the degree of integration of suppliers. In this research, hypothesis testing 4 to produce t-value 6.92 and the standardized coefficient 0.67. This means that the stronger the perception of the status of supply chain service management function has, the stronger the degree of integration of suppliers.
Hypothesis 5 states that the degree of supplier integration has positive and significant impact on the performance of supply chain management services. In this research hypothesis 5 t-value produce standardized coefficient 4.97 and 0.66. This means that the degree of integration of suppliers who owned, the stronger the (positive) perception of the performance of supply chain management services. Hypothesis 6 states that the performance of supply chain management services has positive and significant impact on sales performance. In this research hypothesis 6 the more performance management of supply chain services that are owned, the more or the positive sales performance.
Hypothesis 7 states moderating variables that proxy firm size by number of employees has no effect and no significant effect on the relationship of strategic competence supply chain management services and performance management of supply chain services. In this research hypothesis 7 produces t-value is only 0.77 (less than 1.96) and standardized coefficient value of 0.04 (less than 0.05). This means that the large number of employees has no effect on the relationship of strategic competence supply chain management services with the performance of supply chain management services.
CONCLUSION
In summary the findings of the overall study testing the following:
a. Service competency-based supply chain management strategic relationship marketing has a positive influence on the performance of supply chain management services.
b. Service competency-based supply chain management strategic relationship marketing has a positive influence on the degree of supplier integration. e. The degree of supplier integration has positive and significant impact on the performance of supply chain management services.
f. Performance management of supply chain services has positive and significant impact on sales performance.
g. Moderation variables that proxy firm size by number of employees has no effect and no significant effect on the relationship of strategic competence supply chain management services and performance management of supply chain services.
Some managerial implications are derived based on research results:
1) The supply chain management professionals need to consider the ability of service competencybased supply chain management strategic relationship marketing that can be used as a means to improve company performance.
2) The results of this research can be a reference for supply chain management professionals to enhance competency-based strategic service relationship marketing. c. The addition of variable competence indicators of strategic service supply chain management, supply chain performance management services, the degree of supplier integration, and perception of the status of supply chain service management functions should be developed.
